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C*e*p/«tr»J pmixerguide.txt ^ a » 

Here is a guide to the &maieimf art for the personality mixers vtX^f TiH^r^ 

U.S. ADULT MIXER 6£. 7^-7/^ 

(18 years and older) 

Active = Ping pong paddle 
Casual = slippers 
Classic = Pedestal 
Conservative = Bow tie 
Creative = Painting 
Home & Garden = Hammer 
Loves To Learn = Books 
Nature Lover = Flower 
Pamper Me! = Feather 
Parent = Baby 
Passionate = Smile 
Practical = First aid kid 
Rebel = Sunglasses 
spiritual = Halo 
Stylish = Checkered pants 
Techie = Computer 
Trendy = Spiky hair 
Upscale = Diamond 
Way Too Busy = Flying money 

U.S. TEEN MIXER 

(14-17 years) 

Active = Ping pong paddle 
Casual = Slippers 
Creative = Painting 
Extravagant = Flying money 
Loves To Learn = Books 
Nature Lover = Flower 
Pamper Me! = Feather 
Practical = First aid kid 
Rebel = Sunglasses 
Social = Telephone 
Techie = computer 
Trendy = Spiky hair 

U.S. OLDER CHILDREN MIXER 

(9-13 years) 

Active = Skateboard 
Loves to Learn = Books 
Social = Telephone 
Rebel = Sunglasses 
Creative = Painting 
Techie = Computer 
Trendy = Spiky hair 

U.S.. YOUNG CHILDREN MIXER 

(5-8 years) 
Active = skateboard 
Loves to Learn = Books 
Social ss Telephone 
Strong-willed = Football helmet 
Imaginative = Finger painting 
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pmixerguide.txt 

Princess =» wand 
Techie = Computer 

Trendy = sunglasses (note how trendy is no longer spiky hair - this was 
to be able to use the helmet) 

****** 



JAPANESE ADULT FEMALE MIXER 



Unlike the US female, the Japanese female mannequin is wearing a skirt by default. 
Busy Mom = Baby 

Always Busy = Clock with Wings 

At One's Own Pace = Metronome on Shelf 

Active = Tennis Racket 

Individualist = Sunglasses 

Traditional = Bow Tie 

Original Thinking = Painting on wall 

Full of Curiousity = Computer on Shelf 
M Loves Nature = Flower 

f*i Practical = First Aid Kit on Shelf 

K Subdued = Sun - a high rating means the sun is faint. 

Homebody = Slippers 
ffi Brand Conscious = Purse 

m Sensitive to Trends = Reddish brown spiky hair or possibly yellow 

f l Stylish = Checkers on skirt 

ftj JAPANESE ADULT MALE MIXER 

SH: Always Busy = Clock with Wings 

a At One's own Pace = Metronome on Shelf 

pa Active = Tennis Racket 

H individualist = Sunglasses 

M Traditional = Bow Tie 

U! Original Thinking = Painting on wall 

g: Full of Curiousity = Computer on Shelf 

U Loves Nature - Flower 

P! Practical = First Aid Kit on Shelf 

fit subdued = Sun - a high rating means the sun is faint. 

Homebody = Slippers 

Brand Conscious = Golf bag 

Sensitive to Trends = Reddish brown spiky hair or possibly yellow 
Stylish = Checkers on pants 
Company man = Briefcase 
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PersonalGenie Creates 
Product Portraits of 
Offered Products 
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Automatic 
Categorization 









Provider 




1 Categorization 
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Collection of 
Offered 
Product 
Portraits 




PersonalGenie Personnel 
Examine products to be 
offered by the system and 
assign Product Categories, 
Intentions, and Long-term 
interest values. 



Automatic Categorization 
analyzes text associated 
wiith a product and assigns 

values to Product 
Categories, intentions, and 
Long-term Interest based on 
"training sets provided by 
PersonalGenie 



Providers of products may also 
categorize their own products. 

This process may also involve 
use of the "digital portrait tool" 
developed by PersonalGenie to 
streamline this process. 
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I Consumer Creates Portrait 



Identifying information 

always includes an 
identifying name ("user 
name") and password. 
Other identifying information 
may also be used* 



Explicit attributes vary 
depending on the business 
requirements of the system, 
but always Include Age and 
Gender 



Start 



Consumer Enters 
Identifying 
Information 




End For Each 1^0 J 
Explicit Attribute 




Explicit 
Attribute and 
Personality 
Category 
Information 



Personality Categories are 
Determined by the "Age" and 
"Gender" explicit attributes, 

by the culture of the 
Consumer, as limited by the 
business case, e.g., a 
French-specific provider 
might not offer Korean 
personality categories. 



End 
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Consumer Mapptng Created 




Given a specific consumer 



For Each 
Personality 
Category 
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V 



Look up 
Personality 
Category / 
Interest 
weights 



Yields a set of weighted 
long-term interest value 
modifiers 



For each interest 



Modify 
consumer's 
value in that 

interest 




The consumer's value in that 
interest is modified by the 
modifier value times the 
consumers value in the 

current Personality Category 



End For each 
interest 



\ 



: Yields a set of weighted 
intention value modifiers 



The consumer's value in that 
intention is modified by the 
modifier value times the 
consumer's value in the 

current Personality Category 



Yields a set of weighted 
Product Category value 
modifiers 



The consumer's value in that 
Product Category is modified 
by the modifier value times 
the consumer's value in the 
current Personality Category 
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Look up 
Personality 
Category / 
Intention 
weights 



For each Intention 



loll 



Modify 
consumer's 
I value in that 
\ interest 



End For each 
intention 



v 

LOOK Up 
Personality 
Category / 

Product 
Category 

weights 



For each Product 
Category 




Modify 
consumer's 
value in that 

interest 
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End For each 
Product Category 
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End For each 
Personality 
Category 



■ Consumer Creates 
Other Digital Portraits 
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For each object in 
consideration 



2/o| 



Consumer selects 
type of portrait 
appropriate to 
object 



Consumer enters 
identifying 
information 



Consumer enters 
explicit attribute 
information 




These include but are not 
limited to: home, automobile, 

entertainment, and other 
persons. The selection may 
be limited by the business 
case and may be pre- 
selected. 

Information required to 
identify the object of the 
portrait that is. 



Attributes are determined by 
the business requirements 
and by the type of portrait 



For each 
Personality 
Category in the 
type of Portrait 




2.1 Of 



Consumer enters 
a value for that 
Personality 
Category 



End for each 
Personality 
Category 



/ Portrait 
f information for ; 
j the object is 
I written to 
V storage 
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End for each 

object in 
consideration 



■ Xl/J 



End 



Fig-. 21 




Start ^ 



'l^or each expliclk 
attribute or 
preference 
available to the 
Consumer 



Determined by the business 
'case 



Consumer enters 
explicit value 



End for each 
attribute or 
preference 



Explicit 
Attributes and 
preferences 
are writtent to 
storage 



End 



I 



Consumer Interest Map 
Modified or Created 



i Yields a set of weighted 
intention value modifiers 




Given a specific consumer 



For Each 
Personality 
Category 



Look up 
Personality 
Category / 
Interest 
weights 



Yields a set of weighted 
long-term interest value 
modifiers 




The consumer's value in that 
interest is modified by the 
modifier value times the 
consumer's value in the 

current Personality Category 



The modifier rule is typically 
simple multiplication, but the 
viaue modifier may include 
its own operation specifier, 
e.g. addition, multiplication, 
exponentiation, or other 
operations. 



Yields a set of weighted 
Product Category value 
modifiers 



The consumer's value in that 
Product Category is modified 
by the modifier value times 
the consumer's value in the 
current Personality Category 
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Elements of context typically 
include, but are not limited 
to, the consumer's location, 
time, conditions, and 
companions 



Included in this process is a 
reliability factor for the 
source. 



Remove 
contradictory data 



For example, 
Location=Cleveland 

(reiiabiiity=6), 
Location=Cincinnatl 
(reliability 4) should remove 
the Cincinnati entry. 



w 



For each 
information source 



Query source for 
context information 



Collate 
corroborating 
context information 



For example, if two sources 
gives location as "Cleveland" 
and another source gives 
location as "Cincinnati" the 
reliability of the first two 
sources should be 
combined. 



End for each 
information source 



Sort collated 
information by 
reliability 




Consumer clarifies 

context data 



End for each 
element of context 
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Store 
context 
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End 
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Defermination of 
Intentions 
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Start 
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Determine current 


: ; 


"domain" 
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I Retrieve 
/ intentionsfor 

this consumer I 
I mapped to this \ 
\ domain 




Consumer selects 
applicable 
intentions 



End 
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Determine Intentions 
implied by Context 




Determine 
Context 




For each element 
of context 



Retrieve 
intentions 
appropriate to 
context 



End for each 
element of context 
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Determine 


conjunction of 


intentions 




f 




( ** ) 



Each element of context 
resolves to a vector of 
intentions. This process 
produces the vector sum of 
those elements. 
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Create Composite Interests 



Start 



1 


r 




Determine 
Context 






f 



For each 
companion in 
context 



1 


r 


Collate 
companion's 
interests 




r 




End for each 
companion in 
context 



Collation takes different 
forms, typically dependent 
on domain. Examples of 
collation operations include: 

intersection minimum, 
intersection maximum, union 
minimum, union maximum 
and union sum 



T 

( " ) 




Matching Process 




Assuming a database of 
categorized products, and 
assuming a portrait, 
composite portrait, or sketch 
to match to them. 




Determine 
Sandbox 



Determine 
Domain 



Determine 
Current Intentions 
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This list is ordered by the dot 
product of the Person, 
Composite Portrait, or 
sketch's interests and the 
Product Portrait's Interests 



Eliminate Products 
that fail the "reality 
check" 



Reality check rules are 
typically imposed by 
business case, e.g. "Don't 
show more than 2 of each 
product type in the returned 
list", or "No more than 1 
activity in each time slot" 



End For 
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Consumer Feedback Applied 




Assumes a list of 
recommended products from 
a single domain 



Consumer indicators include 
but are not limited to: 

"Get it for me!" 
"I've already got it!" 
"Tell me more!" 
"I don't like it." 



(Retrieve the 
relative weight 
of the indicator 
for this domain 



Store the 
indicator/ 
product 
relationship 



End for Each 
consumer 
indicator 



This infomation is stored with 
the unencrypted data, so 
that it can be accessed 
wihile the consumer is not on 
line. 



Wait for some 
convenient time to 
process collected 
information 




For each indicator/ 
product 
relationship 



Assess impact of 
relationship 



Typically, nightly, but othe 
schedules may be used 



The specific mechanism for 
doing this varies: Typically, 
this is an analysis of the 
relationship's similarity to 
other relationships that have 

been gathered, and the 
impact is the adjustment of 
the Consumer's rating in one 
or more long-term interests, 
intentions, or attribute/ 
preference values 




End for each 
indicator/product 
relationship 
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H Creation of Shadows 




Assumes a given portrait or 
composite of portraits 



For each shadow 
rule in the domain 



Apply shadow rule 
to shadow per 
portrait 



End for each 
shadow rule in the 
domain 



Store resulting \ 
shadow 



End 



Creation of Sketches 



Start 




Assumes starting with a 
given Consumer 




Consumer 
specifies entity to 
be sketched 



The audience is the set of 
entities expected to receive 
the sketch 



For example, the 
Consumer's own portrait, the 
consumer's schedule, the 
contents of the pantry, etc. 



For each element 
of the entity to be 
sketched... 



End for each 
element of the 
entity to be 
sketched 




Elements of the entity may 
also be specified by their 
match to some expression 



Filters in this context can be 
thought of as something like 
SQL permissions writ very 
large 



▼ 

Encrypt portrait 

and filter 
references with 
sketch ID and 
assignee ID 
information 



I 
I 



Store sketch 
ID and 
\ encrypted data 
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